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set them by Linotype 


LINOTYPE & MACHINERY LTD., who really know about newspaper and periodical setting, make a useful range of 
founts where large-face-on-small-body is the important factor: the recent but widely used 4}-pt CLARITAS; §-pt IONIC, an 
established favourite; 5}-pt TimES RoMAN; and §}-pt PARAGON are specifically worthy of note. All are legible, all plate and 
print well—and all can be set from Teletypesetter tape, with drop initials if required. 
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CONFERENCE ON £MILLION-A-MONTH MEDIUM 


ME Y 4101 ANDs 
NEWSPAPE F AD ERT ESEME 
EXECUTIVES ASSOCIATION 


Over £1,000,000 a 
in the provincial 
many trade papers 
field. No wonder 
left - wa 

e 


with t 


Classified 
to-day’s most significant trends 


By W. GEOFFREY SMITH, 


N presenting this supple- 

ment on classified advertis- 
ing, ADVERTISER'S WEEKLY are 
indeed moving with the times 
and spotlighting one of to-day’s 
most interesting and significant 
rends. 

Classified advertising has 
always been important to news- 
papers—especially to local news- 
papers. Yet I do believe that in 
this matter we are going through 
a process of awakening to all 
sorts of new possibilities. It is a 
process which had its counterpart 
almost 300 years ago. 


GROWING DEMAND 


In June 1666, the London 
Gazette stood aloof from the 
growing demand for advertising 
and published the following 
notice : 

“Being daily 
publication of 
cines, and other things not 
properly the business of a 
Paper of Intelligence, this is to 
notify once and for all that we 
will not charge the Gazette 
with advertisements, unless 
they be a Matter of State.” 
But this was no way for a 

“Paper of Intelligence” to carry 
on. Within a few months a new 
outlook was apparent in this 
notice 

“Such as have settled in new 
habitations since the late Fire 
and desire for the convenience 


prest to the 
Books, Medi- 


it their correspondence to pub- 
sh the place of their present 


ibode, or to give Notice of 
Goods lost or found, may 
repair to the corner Hpuse in 
Bloomsbury on the East Side 

the Great Square, where 
here is care taken for the 


Receipt and Publication of such 
Advertisements.” 


An awakening, indeed!—and I 
think that classified advertising 
has never looked back since those 
days when the demand for it 
first appeared and newspapers 


began to see that here was a vital 
vice to readers and a welcome 
source of necessary revenue 
We are awakening nowadays, 
not to the importance of classi- 
fieds. for that has long been 
recognised, but to the belief 
that, with good organisation 
and promotion, there is scope 
here for considerable expansion 
—for more effective classified 
advertising and for a wider 
understanding of its power, 
convenience and economy. 
Lvery newspaper has to look 
to-day for increased revenues 
to cushion the body blows of 
ever-rising costs. Classifieds 
form one of the most promis- 
ing directions in which to look. 
This is partly because classifieds 
are already such big business. In 
the case of the provincial press 
they are nearly of equal financial 
importance as display advertising 
This gives local papers a very 
special stake in the future of 


S specially mechanised for the 
d Advertising Conference 
Newspaper Advertisement 


2 . 
ASSOC] 


month is spent on 
press alone and 


are breaking 
Mr. Small - 


> 


he Herts and Beds 

ation (in associat 
and the Herts and Beds Newspaper Societies) and 

held in Birmingham. This Supplement includes verbatin 

reports of some major conference speeches, also articles 

dealing with the history of the personal advertisement ar 

typography for classified pages. It is opened with a 

foreword by the president of the Newspaper Society... 


classified adverti 
the London evenings and 
revenue records in 


third annual 
prom@ted by the West 
Executives’ 
Advertisement 

ion with 


sing 
the same 


y model 


on 


Associati 


the 


West 


advertising—one of 


President of the Newspaper Society, who opened the Conference 


“smalls.” They are, of course, 
important financially to most 
press media, but not to the same 
extent 

For example, classified revenue 
is estimated to be less than one 
sixth of the total space revenue 
of the national dailies and Lon- 
don evenings, and only about 
one-fortieth in the case of 
national Sunday papers. In 
magazines and periodicals gener- 
ally, the proportion is even less 
So there can be no doubt that 
the major part in developing this 
medium should fall—both as a 
responsibility and as an oppor 
tunity——to the provincial press 


TRIBUTE TO CONFERENCE 
ORGANISERS 


In this connection, | would 
like to pay my tribute to the 
excellent work of the newspaper 
advertisement executives of the 
West Midlands area and also of 
the Herts and Beds area. Through 
their associations they have 
pioneered a great deal of work 
in this field. They have taken 
the lead in organising three classi 
fied advertising conferences and 
round these have grown up con 
siderable interest and enthusiasm 


This is valuable work. The 
Newspaper Society supports it 
wholeheartedly. 


For the importance of classi- 
fieds does not derive solely from 
the actual revenue involved 

I think it can be said 
classifieds form the 


that 
heart of 


every local paper, in 
serve considerably 
other two great sources of a 
paper's wellbeing—display adver 
tising and circulation 
They are one of the infallible 
yardsticks by which the space 
buyer can assess the pulling 
power of a local paper as a 
medium for display advertising. 
The columns of “smalls” tell 
the experienced buyer of dis- 
play space what can never be 


that they 
to sustain the 


fully learnt from net sales, 
cost per inch per thousand or 
other data which only in- 


directly reflect a paper's stand- 
ing. 


The “smalls” are the one big 
proof that, whatever sales or 
rates are involved, a paper is 
doing its advertising job effec 
tively and economically For 
these columns grow or shrink 


purely in response to the results 
they achieve. You cannot get or 
hold any volume of classified 
advertising without a record of 


results which every issue of the 
paper puts to the test The 
majority of professional space 
buyers will, therefore turn at 
once to the classified pages to 
find out what are the essential 
values of any local paper 


Circulations have an even more 
direct connection with classifieds 
for each automatically builds up 
the other. Readers put the 
classifieds very high in their rea 


@ Continued on page 4 
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CONFERENCE SPEECH 


The story of the ‘Evening 
Standard’ campaign 


T the end of 1953 a more 
plentiful supp!y of news- 


print made large evening 
papers possible. The Evening 
Standard decided to increase 
the amount of classified adver- 


tising carried for reasons 
which I scarcely need to 
expiain. 


It is perhaps relevant to men- 
tion, however, that those of us 
advertising who have been con- 
cerned with the study of the 
strength of newspapers. have 
always felt the amount of clas 
fied advertising in a newspaper 's 
some indication of its popularity 


LARGE CIRCULATIONS 


It is by no 
that ir 


means true [to say 
every case large circula 

follow a large volume 

classified advertising, but they are 


tions 


fien related. though I would 
ate to express an Opinion as 
which is the chicken and 
ch is the egg. 


7 | 


ly own personal view is that 
igh too large a volume of 
ied adver 


sing in a news- 
could induce readers to 
there is no doubt that 


ed advertising is the only 
of advertising. in news 
at any rate. which people 
xf fun and for actual help 
wever, to get back to the 
1¢ Standard. . At the 
1953, classified advertising 
n London was scarce and 
Wait was ''s'allv necess?ry 
space The two other 
nm evenings were splitting 
n with A and B editions, 
was still necessary to wait 
three weeks for insertions 


there- 


advantages 


Standard, 
big 


Evening 


had two 


By E. C. MACKENZIE, 


Director, W. S. Crawford, Ltd. 


when it started to expand its 


classified advertising Because 
the pub.ishers could offer imme- 
diate insertions in the whole cir 


culation of the paper they 
in principle, opposed to 
the run in any case 

They had for some years been 
accepting classified advertise- 
men‘s by telephone and the exist- 
ing system for this was expanded 
to cope with the increased 
volume. They had, in fact, been 
the pioneers of this system some 
25 years ago. 


PUBLICITY PROPOSALS 
That then 


were, 


splitting 


was the situation 


when Crawfords were asked to 
prepare pubiicity proposals to 
ell the classified advertising in 


S 

the Evening Standard. Before I 
go into actual proposals, I would 
like to sketch the activities of the 
Standard tse un- 
doubtedly had a great ceal to do 


i 1 


which 


eo eeeeeee#ee#srt#eeeeee 


One of to-day’s significant trends conines  , 


sons for buving the local pape 
and the more they seek and st 
and respond to these colu 
the more rewarding and attractive 
do they become to the advertisers 
This mutual build-up is of t 
mendous value to i 
who find increasing opportunitics 
for meeting their needs, to the 
advertisers who get better and 
better results and, of course, | 
the paper. Once this build-up is 
under way it provides much of 
the economic buoyancy without 
wich any paper will find itself 
sinking 


SOCIAL FUNCTION 


Above all, there is the special 
nature of the local paper. As the 
one medium which ts c.osely cor 
cerned with the local life of the 
community, its social function is 
very aptiy served by its c.assified 
columns By stimulating the 
interc range of goods, 
and information, they have a 
deep and significant influence 
upon the everyday life and for- 
tunes of the people 


( 
the readers 


services 


Every letter which is sent out 
from the Newspaper Society is 
frarked with the slogan “Tre 
mainstay cf loca! life is the 
newspaper.” We have i 


n mind that it ts not only 


ews content whicno forms 
nainstay.” [It is to a large 
the advertisements, and 


illv the “smaiis 
| firmly believe that classified 
alvertising is heading for a 
bigger future. It merits c‘oser 
attention, particularily in the 
matters of research (includ ng 
copy research), organisation of 
newspaper classified depart- 
ments, and promo ion. 
Undoubtedly we can learn 
much from America, where all 
these things have been developed 
’ eanovrae exien The 
American conception of classified 
idvertising is rather different 
from ours. The emphasis is not 
on “smalls” but on the “classify- 
ing.” within their very large 
papers. of “smalls.” semi-display 
and display This is a necess.t 
with the huge volumes of adve 


tising which those papers carry 
a necessity which we can all 
envv' Sownehing of the same 


sort already happens here where 
such display advertisements as 
those for cinemas are, to 


extent. “classified.” 
Whether future developments 
will significantly alter our own 


conceptions of classified advertis- 
ing | cannot say. But a belief in 


7 
expansion must carry with it a 
readiness to explore new ideas 


With this in view, I am glad 


to announce that the Newspaper 
ociety’s information officer, 
R. W. Grundy, will be visiting 


America this summer and making 
a study in which the promotion 


of c.assifieds will have high 
priority. He will be accompanied 
by L. J. Stallard, whose work as 
convenor of the classified adver- 
tising conference is but one indi- 
cation of his pioneer enthusiasm 
in this field; and by H. Hatton, 
whose enormous pages of classi 


fieds in the Birmingham Mail 
form a very suflicient tribute to 
his management 


UTMOST VALUE 


In conclusion, | 
congratulate 
ADVERTISER S 
production of 


would like to 
the publishers of 
WEEKLY on the 
this supplement 


ind to thank them for inviting 
me to contribute this foreword 
To all who have taken part in 
the third classified advertising 


conference or who are otherwise 


engaged in the promotion of 
classifieds. I would say this—it 
is work of the utmost va'ue: may 


find it full of interest and 
attended by all success. 


vou 


Fesruary 17, 195% 


with the ultimate success of the 
campaign. 

Canvassing was done by tele- 
phone on a large scale Here 


again the Evening Standard were 
pioneers in this form of space 
selling. 

At the same time a great deal 
of circularisation went on 
through specialised groups of 
potential advertisers. Short news 
stories about the success of indi 
vidual classified advertisements 
were run editorially and a com- 
petition for advertising slogans 


A director of W. S. Craw- 
ford Ltd, E. C. Mackenzie 
has been with the firm since 
1919. When first engaged, 
he received the princely 
salary of £1 a week. Since 
then, he has made his mark, 
first as a copywriter, then as 
an executive, and, finally, as 
director in charge of a croup 
of important accounts. He 
has always been interested in 
design as well as in copy— 
he is the managing director 
of Sir William Crawford & 
Partners, the agency's design 
unit—and he is well known 
in the world of publicity and 
design, where his refresh- 
ingly forthright views and 
outspoken comments have 
made him into a much- 
sought-after speaker. 


which were run editorially and 
a competition for advertising 
slogans which were used as ban- 
ners over the classified pages 
brought an enormous response. 

The strip cartoons which had 
previously been on straight edi- 
torial pages were moved to the 
classified pages for two reasons 
to brighten up the pages them- 
selves and to attract readers into 
the classified section 

Our final proposals were 
founded on some pretty hard 
thinking. It was obv:ous that the 
advertising could not be institu- 
tional or prest ge because it had 
a particu.ar selling job to do 
The “product” was not a nice 
compact entity which could be 
attractively illustrated possibly 
with a pretty girl holding it up 
accompanied by a simple state- 
ment of its nature. quality and 
and a straightforward in 
junction to go out and buy one 

The natural way of approach- 


price 


@ Continued on page 5 
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Poster and screen advertising spearheaded 


this £10,000 campaign 


ing this assignment would have 
been to recommend a series of 
‘reason why” press advertise- 
ments with long copy. We were, 
however, faced with the problem 
of finding somewhere to put such 
advertisements 


To get good coverage in the 
London area outside the Evening 
Standard itself it would, of 
course, have been necessary to 
use the Evening News and The 
Star, and to say the least, these 
distinguished contemporaries of 
our client's would have been 
reluctant to accept any such 
thing 

So we decided 
force of the 
different media 


to direct the 
advertising into 
posters and the 
cinema. We succeeded in getting 
very heavy coverage of double- 
crown posters on the London 
Underground and some very 
good positions for 16-sheet posters 
out of doors This was, of 
course, before the margarine war 
and CinemaScope swallowed up 
so many of London's best out- 
door positions 


ILLUSTRATING THE 
PRODUCT 


Reverting to our original think- 
ing, we decided that as tar as the 
posters were concerned there was 
no reason why we should not 
illustrate the “product” after all 
A series of posters was designed 
all using the background of a 
page of small advertisements 
from the Evening Standard cut 
out or torn out in a 3-dimen- 
sional manner to reveal or point 
to a brief message. 


The message on the posters 


was evolved first on the principle 
of attracting the attention of the 
right people. 

So we used the three most im- 
portant groups of classifications 
t classified advertising—houses 
1d flats for sale, cars for sale 

situations vacant—to supply 
“trigger” words—“homes, 
cars.” 


EASE OF PLACING 


By displaying either a large 
telephone receiver or a telephone 
number we started selling the 

“duct itself, its chief advantage 

he ease of placing the adver- 


many of the posters, we also 
essed the speed with which the 
ertisement would be inserted. 
phrase, “see results next 
was deliberately intended 
nean two things—the speed 
nseruon and the speed of 


film, which incidentally 
shed a record for speed of 
juction which I believe has 
n yet been beaten or even 
equalled (three weeks from first 
ift script to public showing) 
much the same thing as 
he posters 
The total cost of the adver- 
tising campaign, which was in 
two bursts, one which was 
before Christmas, and one in 
the early part of 1954, was in 
the region of £10,000. This 
seems a lot of money, but since 
the “Evening Standard” are 
still our clients, I assume they 
think it was well spent. In any 
case, they have told me I may 


give you the fact that their 
classified advertising in 1954 
showed an increase of 50-60 
per cent over 1953 and I pre- 
sume you all know much better 
than I do how profitable an 
increase of that sort can be. 


All concerned have spent some 
time patting themselves on the 
back for this success, but I 
think I should, in fairness, point 
out that success in classified 
advertising has a snowball effect 
in that the more classified adver- 
tising the paper carries the more 
people read it when they want 
the things that are advertised, so 
the results are better and then 
more people advertise, and so on 


REGULAR ADVERTISERS 


A lot of the volume of this in- 
crease in classified advertising 
was in the situations vacant 
columns. This, of course, was a 
reflection of the labour shortage 
at the time, but it provides an 
example of an important factor 

that many classified advertisers 
are not casual but regular, par- 
ticularly in this category 

If the results of classified 
advertising are good, casual 
advertisers may well hear about 
it by word of mouth, even if they 
have remained unconvinced by 
superb publicity. Regular adver- 
tisers, on the other hand, have 
the proof before them, and if re- 
sults from the Evening Standard 
classifieds had not been good, it 
is very doubtful whether the 
volume of advertising would have 
gone up in the way that it has 


News headings on the classifieds 


a 


The Luton News 


Therstey Ape 15. 1966 
COROSERS 
WARNING OF 
GARDEN PONDS 
~ 
The Luton ews Supe: Senne 
- A a = 4 
omasemme - 
os 


Considerable use of 


IRISHMEN OFFER TO 

COME AS DISTWEN 

1 THEY GET HOUSES 
oo ° 


capital letters is made 


given over to classified advertising. 


sod BEDFORDSHIRE ADVERTISER 


DEADLOCK OVER 
CHURCH POR COLLEGE 
MITE 1S ENDED 


Bennet Yam 


in the important front 


page of 
News-of-the-week headlines are placed above the classifieds. 


~ ee Pree 


EASTER BONNET 

PARADE NOVELTY 

HATS IN PICTURES 
eS 


POR LATONANS 
EASTER HOLIDAY 
o° 


the Luton News which is 


7 your lastest friend is sn 
‘Evening Standard 


ning Standard 


Ey ? 
NES gmatt advertisements 


bs  aaiamae a aed 


> 


These were three of the posters 
ased in the notable campaign run 
by the Evening Standard to draw 
attention to the efficiency of the 
paper's classified advertising system. 
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ADVERTISER'S WEEKLY—Classified Advertising 


CONFERENCE SPEECH 


Fepruary 17, 1955 


An advertising agency looks at 


classified advertisements 


By AUDREY DEANS, 


of F. C. Pritchard, Wood and Partners 


[HE idea that the planning 
of classified advertise 
ments requires no thought 
little work is wrong and 
fashioned. 


Before starting to plan, 1! 
essential to know to whom 
advertising is directed, whe'! 
it has a national appeal, a 
appeal or is addressed to a sec 
of the population, such as ¢ 
tors, engineers, farmers, etc 

Does income group come 
it? 

Is it to the family, or n 
especially to the housewife 
mother, or father? 


Consideration of the best 
of the week and the best m« 
in which to advertise must a 
be given. 


In fact, whether a classified ac 
vertising scheme or a display ac 
vertising scheme is being planr 
exactly the same amount of « 
must be taken to choose the 
possible media for the job, at 
cheapest possible cost per | 
circulation, 


ANSWERS TO POINTS 


Among the nationals the hic! 
rate per line often makes the in 
rate something approximate 
the display rate, and such « 
demand the most careful a! 
tion to any classified scheme. | 
is essential before recommendin, 
a scheme to find out the answers 
to all the above points and the: 
choose the best papers that cove: 
the required market. Exper 
ence, plus the facts and figures 
now available do much to help 
the right choice. (The term 
“papers” includes newspapers and 
magazines.) 


THE ROVING EYE 


What pleases me very much is 
the greatly improved classification 
of classifieds. If a reader is look 
ing for a particular product o: 
service he knows just where to 
look. On the other hand, classi 
fieds are very interesting to the 
roving eye of a man with some 
minutes to spare. Often you sec 
something advertised that you did 
not know about until you read 
the advertisement. 

Since the war advertising 
agencies have developed their 
service to clients in many direc- 


1s. More departments are 
ng started (for example, a 
mmercial TV department) and 
ich has to have its own specialist 


This, of course, applies to 
classified advertising as well, 
though possibly classified has 
ied the way here, as it appears 
mostly to have been run as a 
separate department within the 
agency with an experienced 
staff. More and more research 
is being done into the reader- 
hip of papers by class groups, 
uy sex and by age groups; area 
research and buying habits are 
‘lso available. 


would like to take this oppor- 
ty to thank all who have con- 
uted to give agents these 
res and much other useful 
rmation. This enables the 
its to plan better schedules 
' so obtain better results for 
advertiser. At the same time, 
must be remembered that 
lia of all types is a changing 
nmodity, so even the most 
rienced staff and their 
nagers must always be learn- 
to keep up to date. 


Throughout the country the 

ime of classified has increased 

ing the past few years and is 

increasing. It is significant 

ut The Times uses smaller type 

d the Daily Telegraph uses 

ght columns to the classified 

page instead of the normal 
seven. 


INCREASED NEWSPRINT 


With the possibility of increases 

newsprint before the end of 
this year,-I feel sure that in the 
provinces there must be a large 
number of small firms who. could 
be encouraged to do a little 
egular advertising. 


kt would be of benefit to 
advertising generally if the 
provincial contacts did not put 
over hot sales jargon—-I'm sure 
none of you do. this—but 
slowly and surely told the story 
of classified advertising; how 
it works for the advertiser and 
the cost related to sales of 
goods. 


Copy must be written with the 
same care as media are selected 
and for the same reasons. Regard 
must be given to whom the adver 
tisement is directed, remembering 
that the classified business 


also 


is highly competitive, especially 
in “Situations vacant” section 
Every effort should be made to 
make copy as readable as possible 


Most classified columns are 
stylised, and are subject to rules 
and regulations but, notwithstand- 
ing these restrictions most papers 
allow a fair range of types in 
semi-display settings, and the 
fullest possible advantage should 
be taken of any variations 
permitted. 


HELPFUL SUGGESTIONS 


It seems to me that agencies 
have to do a great deal of office 
work and telephoning before the 
order reaches the paper and after 
the advertisements have appeared. 
Here are some suggestions that 
may help smooth the operation 


1. In addition to the orders 
giving position, the number of 
insertions and dates, the copy 
must be typed either on the 
order or on a separate sheet. 


2. If more than one piece of 
copy is sent, actual dates must 
be typed on each piece of copy. 


3. Because classified adver- 
tisements are all type-set mis- 
takes can very easily occur— 
and incidentally errors can 
easily be missed in proof-read- 
ing. How much easier this 
would be if papers ased the 
same column width and the 
same size type ! 


4. After the advertisement 
has appeared the voucher 
copies or cuttings come in, but 
there seems to be little 
uniformity in the method of 
sending them in. Where 
vouchers are not supplied it 
would be very helpful to receive 
the cuttings weekly. Some 
papers never send vouchers or 
cuttings and only a certificate 
after many requests. 


5. Ata later date the invoices 
come in—some at the end of 
the month, some quarterly and 
some at the end of the booking. 
Clients demand their accounts 
from the agency each month— 
why cannot the papers send 
their bills in monthly and so 
save the agent the headache of 
charging classified without the 
account and probably without 
many of the vouchers? 

There are several 


points on 
which I get complaints. 


Here are 


Audrey Deans started as a 
bank clerk at the end of the 
1914-18 war. She was then 
secretary at a tin smelting 
works in South Wales. Came 
to London in 1926 and spent 
three years as secretary on 
the account executive side of 
the London Press Exchange. 
Joined Pritchard, Wood & 
Partners in 1930 and became 
media manager in 1934 and 
was later made an associate 
director of the firm. Miss 
Deans is a member of the 
Incorporated Practitioners 
in Advertising; sits on the 
Education Committee of the 
Advertising Association: and 
on the council of the Audit 
Bureau of Circulations. 


four of them: 

@ Wrong copy appearing when 
three or more pieces of copy 
are sent with the order, each 
clearly marked for rotation of 
insertion. 

@if there is a definite sale 
period or closing date for an 
offer, insufficient care is 
taken by the paper to insert 
the advertisement well before 
the sale or offer closes. 
Several provincial papers 
when rung at their London 
office cannot give the in- 
formation required and so 
the agents have to ring the 
provincial office. This costs 
money and time 

@®Some papers will not in 
crease the number of head 
ings so their classified 
advertisements are more 
difficult to find, for example. 
“Caravans” under “Houses.” 
LEARNING THE JOB 

How do the agency and press 

classified staff learn their jobs ? 
I assume that in both cases the 
boys and girls concerned learn 
their jobs from existing staff 
This works well if the people 
doing the teaching are good 
teachers. I believe that girls are 
specially selected and taught for 
the important job of answering 
the telephone and taking mes- 
Sages and copy over the ‘phone 

This is excellent 

But does it go far enough ” 

@ Continued on page 8 
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BASILDON DEVELOPMENT COUNTY COUNCIL OF IVIL Engineering Contrac- ITY SALFORD 
THE WEST RIDING OF Ce, tors, require. young a pont na 
CORPORATION YORKSHIRE neers or » sub-egente, | < 1 City Engineer and Surveyer'’s 
ears, pre comple at. Department 
° of the County Archit rvice, for training as mobile 
” Fag the lowing, pons > ARGSRIONES” QUIN AREA AGENTS Med, Saw tom A PFLICATIONS,, re inet 
pie stad of tbe Chiet Argbiias’~ P a i - : PJ GINEERING ASSISTANT. 
ARIBA: e oo , Grade AP.T. VI (£695- 
(a) GRADE ). The appointment is 
salary ate as able and subject to e 
annum examination Prefer- 
(b) GRADE I5 ‘ he given to applicants 
ARCHI — Civil = 
£860 pe gineers posseasin 
(c)} GRAD The M * s | | . ; aL general municipa: 
ARCHITEC}. re Municipa Journa carries each week _ 
£760 per anp ; *. ful apy icant = 
The successfu more Local Government classified advertise- an intere- tin 
= (a) — c 7 
e charge o , , ™ 
and must hay ments than any other paper in the United a wy AY 
| aw ~ a oo \ City H ineer 
upe sf . wh 1 Sai 
contracts and al £ hea Darn “ER. 
t managem STANT”, reference 


later than Monday 
r, 1964 


trac 
tion of final a 
wile re | 

e selecte NTO 
Housing Group --sUS) — fo nant ba 
experience in contem L Th 


house design, preparation#y ..-~ a 
working drawings and super- i ~t m ‘al ihetitution ete 4 
vision of contracts, amd another * Appt vl “a enema NE ENGINEERING AS#@is- HAMPSHIRE 


applicant will be selected to TANT .P.T. I, £520 to £665 
in the Industrial Sect obtainabl® at this office, should (A ~4 PPLICATI are invited 
ond must nave expertomes “in be delivered not later than the P.&). Applicants should A oo Ht 


- f rienced in surveying and = 4 
the design of small. and ‘rst post on Monday, the 25th Cxbe ING ASSISTANT in AP.1 
medium size contemporary fac Octogpr, 1p 1, Cie otha Grade II-III (£520 x £15 x £505 
tories, preparation of working ‘ —_ 4.) in the County Surveyor's 


drawings and the supervisi * ve ment. The commencing 
of contracts Nes “ill” be, determined |b; 
The successful applic * of the training 


t (c) will work in or experience of 
pointed. Candi 
ess the qualifi 

ire 


‘cd for these 
“National Condi 


drawings Ss . . . 
contracts The Metropolitan Boroughs (Organisation and 

All = ‘ © Prsnadie and 
yt ee Methods) Committee has stated: “... where gp 


~ 


design, — 


Architecture. fdical report. In 
The commencit \ the County 


within each gra cl . rie — . re “rtico. red t© assist 
a © municipal experience is required, advertise si. 


and ability. A , Ks , . jn ‘eet removal and 
are subject to th mentsin The Munic ipal Journal will suffice... Forme of 
the Local Gov ainable from 
Other Officers Su urveyor, The 
Act, and medical J ter, should be 

House accommc 1 by the 28th 
New Town may be an 


SgpeeMons must 
he special form (ob 
from the Chief Archis&t 

the General Manager, Basti A PLION 


— WIMPEY AND CO 

ld invite spplications 

ng Gs. thé following a, ~wintments 
to : 


Development Corporation, Gi or ms 2 m Wistr 

ford House. Basildon, Essex, by Salary A.P yelaws, Acar Acts. their Head Office staff 
20th October. 1954, and the ing to cakating and experience and other duties relating to CIVIL ENGINEERS with ex 
envelope endorsed with the The appointment is subject to the control of building opera- perience in the Layout and 
relevant appointment the NJ.C. Scheme of Conditions tions by a Local Authority. design of Housing Estates and 

of Service ne So Su ua- a tment will be their attendant services 
— Hon set. 1937. en 4 ‘rovision of the DRAUGHTSMEN with Clvt! 
- RU e nage, ‘ Superan ee a! ext »erlence, Know 
HESTERFIELD RAL DI “a " read or drainage 
TRICT COUNCIL vantage 


applications for t 
ment of ASSISTA 


TECT on salary 
£490-£670) accor 
cations. Th 


subject to the Sa. 


. — . Preference will be 
The Municipal Journal is read every week by icants having « 
x 7 or municipa! 


ditions of Service, every chief officer in every department of - 
Government s * . quires 
et LE every Municipality in the United Kingdom. Be ween 
All possible a : : . at to “the 
be ven in th George Wim 
hous: st¢ 27 Bammer- 


Council, Rural Coun 
> The DEFORD 


msc =, MUNICIPAL JOURNAL ¢2 


CORPORATION OF t to fill a 


. - rt through 
Architectural an PT, 3, CLEMENT’S INN, LONDON, W.C.2 a 
Department tional Service 
Assistant Archite Tel: Holborn 2827-6817-2447. Grams: Munijournl, Estrand, London Ath’ the Nations! 
Assistant Quantity Su c Sonditions of Ser- 
Planning Assistants Au salary will be as 
tt nity, ee APT. Grade Ill 
PPLICATIONS are invited ct tot overnmwrent fPLICATION inv (existing trading) 
Fe from pers ons having Superanuat hk including for the above Sp tment Applicants should be experi- 
general experience and a iding the passing of a medical exam- at a salary of £6 £670 per enced in Sewerage, Water 
the ARIBA.. or AR.ILC or tion and the National Scheme annum (Grade V) Su ly and Housing 
AM.T.P I. A nt or of Conditions of Service Housing accommodation wil! ther particulars and 
equivalent Scale £520-£870 Applications endorsed “Engi- be provided ap lication forms ms be 
with placing according to age neering Assistant™. stating age Full details and form of obtained from the unders 
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CONFERENCE SPEECH 


An American’s views on 
classified advertising 


[HE birth of classified adver- 
tising in the United States 
took place in Boston, Ma 
chusetts, 251 years ago, c 
May 8, when the Boston N« 
Letter published three ady 
uusements one, offering a 
reward for the capture of 
thief ; another seeking the 
turn of two anvils; and 
other announcing the 


ouse 

Since that d he d 
wants and needs 
their classified nessag 

\ to caiculat 

t Hand-in-hand w 
ndividualist phase 

is been the advertis 


merchants w 
the advantage of using tl 
hed columns to increase 
ness. A_ recent check 
Miscellancous for 
classification in 20 newspape 
varying circulation showed 
% the advertisements | 
merchants were represented 


average ol 65 per cent. 


TREMENDOUS VOLUME 


Over the past 25 \ 
ticularly, linage has surge 
tremendous volume lak 
nedia records covering a § 


compilation of classified 


we find a 1932 volume 
million lines n 1942 it reac 
257 million lines ittained 
million lines in 1952, and hit 648 
millon lines in 1953—sure 
classified stability ind " 
Johnnie Walker would sa 
Sull going strong.” Tru ¢ 
classified columns have 
earned their slogan Ihe 
market place of m ns 

This phenomenal growth of 
American classified advertising 
can be attributed to three ma 
factors 


@ Public acceptance of its 
value as an economical and 
speedy method ot attaining 
satisfactory solutions to thei 
problems 

@ The utilisation of practical 
promotion techniques 

@ The case whereby a class 
fied advertisement may be 
placed 
As promotion is my topic at 

this time, I will dwell upon its 
adaptation to encourage and 
foster the advertising of the real 
“news items” of the classified 


ylumns—the transient advertise- 
ents. 
In connection with this vitally 
portant and fascinating subject, 
ssified and promotion mana- 
s in America are constantly 
iving to formulate new tech 
ues and approaches to cuiti- 
e broader use of their classi- 
1 columns. The outlets utilised 
ch come readily to mind com- 
se the telephone, direct mail 
television, billboard 
sters, contests and gimmicks 
*n there is the newspaper pro- 
ton via display, also the 
amers, comics, rate boxes 
sification indexes and other 
motion used extensively on 
classified pages 


WIDELY DIVERGENT 
The enterprising plans incor 
ited into these forms of pro 
on are widely divergent in 
iracter and treatment—but all 
ed to strike that responsive 
d in the minds of those to 
m it is directed. I am sure 
will agree that, with the 
ime of classified carried in 
erican newspapers to-day, the 
ed ingenuity applied to pro- 
tion has accomplished just 


\s time would not permit a 
ew of ideas and campaigns to 
race each form of promotion, 
ill confine my remarks to a 
phases which I believe to be 
major importance 
It is an accepted fact that 
Result stories” warrant prefer- 
ial = usage They provide 
iterial for each and every classi 


Classifieds—an 


Might it not also be useful for 
press and agency staff concerned 

go a bit deeper into the work 

the classified departments 

For example, they should know 
ail stages Of work necessary to 
place classified advertising in the 

ght papers, in the right columns 
and on the most appropriate 
dates, also business methods, 
newspaper production, type faces 
internal organisation of both 
agency and newspaper. 

Would it not be a good idea if 
this conference got in touch with 
all the advertising clubs affiliated 
to the Advertising Association up 
and down the country, and sug 
gested to each chairman that at 


By WILLIAM NICOL, 


of Westchester County Publishers, USA 


fication, and can be geared in a 
flexible manner to promote both 
transient and commercial adver- 
tising. Many and varied are the 
methods adopted by our classi- 
fied managers in deploying testi- 
monial promotion the most 
effective being that which is 
within the pages of their own 
newspaper, for it is very true that 
between the confines of these 
pages the best means of obtain- 
ing responsive public reaction is 
paramount 

The most widely used location 
in publishing testimonials is on 
page one, and fortunate indeed 


are the classified managers who 
have this premium page open to 
them Testimonia ire also used 


extensively in regular — display 
promotion advertisements, some 
being highlighted with photo- 
graphs of the successful adver- 
user. Very popular. and in wide 
use, is the page width streamer 
on the classified page, usually 


occupying a depth of an inch or 
so and carrying one or two 
“Result stories.” There is also 


the editorial style news item pro- 
motion which many classified 
managers use 

How do we get “Result 
stories”? 

The opportunity to obtain 
these highly desirable  testi- 
monials come with every “kill” 
received and also at the time 
we call back the advertiser for 
a renewal as an advertisement 
is about to expire. A “kill” is, 
with few exceptions, positive 
indication that results have 
been obtained. The reply re- 


William Nicol was born 
in England and he has had 
24 years of newspaper ex- 
perience. His speech to the 
Classified Advertising Con- 
ference is published here. He 
was with the “Montreal 
Daily Star,” Montreal, Que- 
bec, Canada, for 18 years. 
Started as classified clerk in 
branch office (six months): 
assistant office manager for 
the “Farm” (400,000 circ.) 
i} years; assistant promo- 
tion manager (“Montreal 
Star”) two years: classified 
salesman (“Montreal Star”) 
12 years (11 as manager of 
outside sales); office mana- 
ger of national department 
(“Montreal Star”). Dec'ded 
to seek further answers to 
his ambition and crossed the 
border. With “Erie Dis- 
patch,” Erie, Pennsylvania, 
as assistant classified mana- 
ger, after six months became 
classified manager. Sill 
seeking that certain some- 
thing, became associated 
with Westchester County 
Publishers as assistant classi- 
fied advertising director in 
January, 1954. 


ceived to the call-back for a 
renewal of an expiring adver- 
tisement provides the cue as to 
whether a testimonial should be 
requested. “Kills” are a 


@ Continued on page 10 


AZENCY VIEWPOINE continued 


one of the club meetings he 
should invite a speaker to come 
and talk on classified advertising” 
This could be done locally by 
approaching a near-by newspaper 
or agency man wt 
in classified advertising and 1s a 
good speaker Or a meeting 
could be arranged between the 
three parties concerned—adver- 
tiser, agency and the press 


> is well versed 


ALWAYS WITH US 


So far as I have been able to 
check the only books on classified 
advertising and how it works are 
Behind the Counter, Numbers |! 
ind 2. published by the Wolver 


hampton E tpress and Star ] 
was loaned a copy of ea 
these excellent books, but 


tunately they are not for 


and library distribution The 
publishers would be doing a great 
service if the two books could 


‘ 
be combined without the adver 
tising running throug 


best to foster this the oldest 
branch of the advertising busi 
ness, because, come what may- 
sky-writing, television or an 
other new wonder—classified w 

alwavs be with us 
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ADVERTISER'S WEEKLY 


Classified Advertising 


‘The USA is seeking new ways to 
get a broader use of classifieds’ 


healthy sign, they give proof of 

a newspaper's versatile, result- 

producing quality—why keep it 

a secret—when they in turn 

can be instrumental in develop- 

ing additional business? 

Besides using “Result stories” 
aS @ means to promote the 
interest of the prospective tran- 
sient advertiser—they provide 
factual ammunition that can be 
used effectively in “selling” the 
commercial account into the 
classified columns. For instance, 
Mrs. Brown places an advertise 
ment to sell a piano, her “resu!ts 
show a response of 10 calls—! 
people who indicated they were 
imterested in buying. Natura! 
only one sale could be mad 
Sure, there were probably oth 
pianos advertised at the same 
time and some of the remair 
nine people may have made 
purchase—but what of those ¢ 
were still in the market ? 

It is reasonable to suppose th 
will continue to check the clas 
fied columns 

This same kind of activity 
duplicated with every type 
merchandise Through 
follow-up for “Result stories 
find more people are secki 
more sofas, dining-room 
chairs, tables, etc., than are a\ 
able to them through their mar 
place—the classified columns 
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And what of the dealer who 
sells this merchandise but does 
not advertise ? The “Result 
story” placed at our command 
provides the material that can be 
welded into a powerful sales pre- 
*ntation—material that, if used 
wisely and consistently, can 
prove effective in encouraging the 
lealer to tap the ever ready 

ssified market place. 


TRANSIENT ADVERTISING 


Another form of newspaper 
motion aimed to bring in 
transient advertising, and on a 
i-with-order basis, is the 
ler form blank. The classified 
inager of the Seattle Times, 
er P. Jenkins, uses two for- 
its, a five column by eight inch 
the full single column, this 
ter style originated in his 
e 
He advises that it is difficult to 
ose between them as regards 
irns, but at this time they are 
aging around 15 to 20 per 
k. Classified manager C. A. 
ey of the Bloomington Panta- 
“h is pleased at the response 
1 his use of the full column 
1 published four times weekly 
s take averages 20 returns per 
sometimes 40. I do not 
the figures relative to the 
column by six inch order 


form blank used by classified 
manager Pau! Fitchner of the 
Hartford Times, but he says it 
has been very effective for them 
principally because of the fact 
that it is placed in the upper out- 
side corner and can easily be torn 
out. A complete rate schedule 
is contained in the same space on 
the reverse side. 

Many newspapers would not 
find it expedient to use the 
order form blank because of 
varied deterring factors. How- 
ever, I believe it is one form 
of promotion whereby merit of 
its usefulness to any particular 
newspaper can only be judged 
by the trial and error method. 


That wonderful invention, the 
telephone, which is in 64 per 
cent of American homes, pro- 
vides the means for another 
avenue to explore in the pro- 
moting of transient advertising. 

Many classified managers take 
full advantage of this by having 
their telephone room staff call all 
the private homes listed in the 
telephone book to acquaint the 
occupant of the merits of classi- 
fied advertising. The sales talk 
approach is varied, but usually 
covers the phases of buying, sell- 
ing, renting and hiring. 

As you know, the low-priced 
articles of merchandise were 
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gradually being pushed out of 
the newspaper into the arms of 
the dealers—or given away—or 
left in the attic to gather dust, 
due to the upward trend of ad- 
vertising rates over the years. 

How were we to get this ad- 
vertising back—or at least a por- 
tion of it? 

Much thought has been given 
to this problem by classified 
managers across the country 
one plan in great use is a low 
flat rate for a one-line advertise 
ment for six insertions, where 
price of the article to be sold 
must be mentioned, usually $20 
with no refund allowed should 
the advertisement be cancelled 
before completing its run. 


PROMOTION TECHNIQUE 


I would like to give you details 
on the promotion technique we 
use at Westchester County Pub- 
lishers to entice those low-priced 
articles back into our columns. 

We put into effect a special 
low rate for a three line, three 
time advertisement where the 
published price asked for the 
merchandise advertised did not 
exceed $25. No refunds were 
earned should results be obtained 
before the three insertions were 
completed. We also established 
the same rate for “Lost” adver- 
tisements as rate increases had 


also left their mark on the 
quantity being received—particu- 
larly in respect to those lost 


items which were of sentimental 


@ Continued on page 12 
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EVENING NEWSPAPERS : 
Hull Daily Mail 


Evening Sentincl, Soke 


on-I rent 

Derby Evening Telegraph 

South Wales Evening Post, 
Swansea 

Bristol Evening World 

r Mail 


ng Telegraph 


Leicester Evenir 
Grimsby Ever 
The Citizen, G/omcester 
Gloucestershire Echo, Cheltenham 
Lincolnshire Echo 


WEEKLY NEWSPAPERS : 
Yorkshire & Lincolnshire Times, 
Haul: 


Staffordshire Weekly Sentinel, 
\joke 


n-I rent 
Grimsby Saturda 
Herald of Wales 
Gloucester Journal 
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Spoeg? 


abbages and Skilled Jobs? 


j \ [ E could add much more to the Walrus’ list! We could add 
your product or service, or the particular skilled job you 
have to offer. And the fact remains that if you advertise it 

in the Classified Columns of the DAILY HERALD, you are advertising 

effectively AND ECONOMICALLY to nearly 7,000,000 readers. 

Over 4,000,000 of them are skilled workers with substantial wages 

to spend— it could be on your product—and with an immense 

variety of skills to offer— perhaps for the vacancy you want filled. 


Two more facts about the “Herald” deserve your attention: on 
average 57% of all “Herald” families have more than one wage- 
earner; and well over half of all “Herald” readers read no other 
national daily newspaper. 


This is indeed a wonderful market. More and more advertisers 
are taking advantage of it. More and more people are looking to 
the DAILY HERALD for classified Advertising. 


DAILY HERALD 


anager, DAILY HERALD. Acre Hows a cre, London. W C2. Telephone: Temple Bar 1200 
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Classifieds aimed at juniors 


create 


value only and owners were re- 
luctant to pay regular transient 
rates. 

We supplied our telephone 
sales staff with a copy of a 
suggested sales talk for solici- 
tation of the almost extinct 
advertisements and combined 
with it a selling plug for our 
circulation department. Each 
member of our sales staff was 
assigned a specific number of 
pages in the telephone book 
and instructed to call every 
private residence listed, inform- 
ing the occupant of our specia! 
offer and requesting they chec\ 
their attic, basement § and 
garage for articles they no 
longer required but could pos- 
sibly turn into useful cxtra 
cash. 

To ensure that our clas 
message went into every 
a check-mark symbol was placed 
alongside each name listed 
book. An “X” indicated a c 
pleted call; an “O”" n 
pleted and ae “check-1 
where occupant said she 
have something to sell at a 
date. The “O” symbol serve 
a reminder to our girls tha 
were to make further effor 
complete the call. The “c! 
mark” symbol, for a follow uy 
call at a later date to ascertain 
whether an advertisement head 
been placed. 

At the end of each da 
person contacted was rn 
blotter upon which 
printed a “Thank You" » 
the classified department 
number, and siened by thx 
person who made the cali 


SPECIAL OFFERS 


Results were surprisingly good 
we received a number of specia 
offer advertisements, and it is 


teresting to note that we obtained 
many six time orders at the 
reguiar rate, and, in a few ir 
stances, leads for contracts. We 
did not expect an avalanche of 
orders descending upon us 
did we receive it-——but we acc 
plished our aim in planting the 
seed of classified advertising in 
the minds of a lot of people. It 
has been some time since we used 
this promotion but since then, 
we have received a great amount 
of voluntary § advertising in 
respect to the special offer in 
both categories 

As the coming spring cleaning 
season approaches we intend to 
repeat this promotion plan 

I hope you will pardon me as 
I go into another promotion plan 
we use—this one is also aimed to 
plant the seed of classified—but 


immense interest 


with a longer range view than 
that of the special offer. 

The boys and girls of to-day 
re our transient and commercial! 
sdvertisers of the future and any 
rm of classified promotion acti- 

ty designed to implant the 
alue of classified advertising in 
their minds deserves our closest 
ttention. 

In this connection, I bring to 
your notice a promotion of out- 
standing merit, one that for 
resourcefulness and ingenuity 
of thought is of the highest 
calibre. I refer to “Boys and 
Girls Free Want Advertisement 
Weeks,” a plan originated in 
1949 by Ray Dykes, director 
of classified, Westchester 
County Publishers. 

This feature is an annua! event, 

cating greater active interest 

th each passing year. The pre- 
minant point of value in this 
omotion is that the boys and 
ls prove to themselves, by 
tual participation on the classi- 

d pages, the flexible effective- 

ss of advertising, thus 

tablishing with them a favour- 
le impression of classified 


RANGE OF AGES 


The feature is open to boys 
d girls up to the age of 16 
\dvertisements may be placed 
fering their services, such as, 
by sitting, mowing lawns, run- 
ng errands, golf caddying, etc 
ey may also advertise to buy, 
|, and exchange bicycles, wear- 
g apparel, toys, stamps and 
ther personal belongings. A 
te of consent from parent or 
irdian must accompany each 
Jer Advertisements are 
accepted for six insertions and 
the boys and girls are requested 
to cancel their advertisements as 
soon as they obtain results 
The promoting of this feature 
begins two weeks prior to the 
starting day via radio plugs, 
front page boxes and display ad- 
vertisements which carry the 
order form. Promotional litera 
ture is mailed to all schools, 
clubs and associations that are 
connected with the educational or 
social activities of boys and girls 
A two by seven inch box con 
taining the rules of the feature 
runs daily on the classified page 
Following last year’s run of 
“Boys and Girls Free Want Ad- 
vertisement Weeks,” the national! 
magazine Life saw fit to promote 
the sale of their June 21 issue in 
full page paid advertisements, 
such as scheduled in the New 
York Times and New York 
Herald Tribune, by focusing 
attention to a feature appearing 
in that week's issue dealing with 
our “Boys and Girls Free Want 


Advertisement Weeks.” The pages 
in Life gave the story excellent 
pictorial treatment 

After publication of this “Gift 
from Heaven” publicity, we 
received requests from a number 
of American newspapers for 
details of the feature—many of 
them subsequently instituted a 
“Boys and Girls Free Want Ad- 
vertisement™ promotion in their 
own newspapers. 


PROMOTIONAL USE 


You may be sure the Life 
feature will be put to good pro- 
motional use when we begin 
promoting the 1955 “Boys and 
Girls Free Want Advertisement 
Weeks.” 

In keeping with American em- 
phasis on promotion, I wish to 
take the opportunity of interject- 
ing a short commercial 

The Association of Classified 
Advertising Managers, now uni- 
versally known as ANCAM, a 
non-profit organisation, and 
founded at a meeting in Indiana- 
polis, Indiana, in 1920, has for its 
aims and purposes 

@ Mutual enlightenment of 
its members 

@ Furtherance of 
interests of 
general 

@ Promotion of classified ad- 
vertising in particular. 


the best 
advertising in 


@To acquire and dissemi- 
nate through the interchange of 
ideas a clearer understanding 
of classified advertising. 


@ Maintenance of standards 
of practice insofar as such 
action conforms with estab- 
lished laws. 


RISING MEMBERSHIP 


The newspapers represented 
were domestic and very few in 
number Since that time. 
ANCAM has gone international 
with membership now around 
575. Ll am not going to cite ex- 
amples to illustrate how the need 
for such an organisation has been 
justified over the years, suffice to 
say that the association, since its 
inception, has played an impor- 
tant role in classified develop- 
ment for its members, and to the 
common interests of all con- 
cerned 

The benefits that come with 
ANCAM membership are too 
numerous for elaboration at this 
time so I will mention just a few 
of the highlights that have con- 
sistently been instrumental in 
classified expansion and develop- 
ment. They are 

The complete digest of 

ANCAM'S annual convention 

programme 
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Year's best classified pro- 
motion. 

ANCAM_ Exchanges: a 
monthly classified service con- 
taining promotion, sales busi- 
ness development ideas and up- 
to-the-minute news and facts 
on classified development. 

Special reports, special sur 
veys, consultative board, etc. 
The highlights mentioned, and 

others, are further explained in 
some pamphlets—I have about 
100 copies and anyone wishing 
to obtain one later may do so. It 
is not by coincidence that these 
pamphlets contain an application 
form as they are the regular 
mailing pieces used with member- 
ship solicitation. 

For the United Kingdom, we 
have a flat rate membership fee 
of $17.50 which entitles ANCAM 
members to all the privileges of 
the association. In connection 
with membership applications 
from Great Britain, | made in 
quiries with the UK Trade Com 
mission as to whether regulations 
had been relaxed in respect to 
our association. I was advised 
that such applications would, in 
all probability, be approved. 

I have brought with me about 
100 copies of ANCAM Exchanges 
and they are available to those 
who may like to obtain a copy 
We would be very happy to mai! 
sample copies should there no! 
be sufficient here. 


There have been numerous 
books published on the subject 
of classified advertising, but the 
one that has been accepted as the 
“Bible” for our profession is 
Principles and Practices of Classi 
fied Advertising edited by 
Morton J. A McDonald and 
published under the auspices of 
ANCAM. It contains construc 
tive information covering ever) 
phase of classified and is a must 
for every classified manager's 
desk and to everyone connected 
with classified. To date over 
2,000 copies have been pur 
chased. For ANCAM members 
the price is $5.25 and to non 
members, $7.75. I have a sample 
copy here and everyone is wel 
come to look it over. 

In conclusion, I bring to your 
attention the pertinent points 
taken from the report of a classi 
fied advertising success story re 
ceived by Ray Dykes a few cays 
prior to my departure for these 
shores 

Desiring to enlarge and im 
prove the classified section of the 
Jackson Sun, Jackson, Tennessee 


Albert A. Stone, vice-president 
and general manager, assigned 
A. Lacy Price, assistant vice 


president and advertising man 
ager to attend the ANCAM 
national convention in June 
1952. at Atlantic City in order 
to consult with leaders among 
classified managers and to learn 
all he could gather about class! 
fied in the large, medium and 
small newspapers 

A number of questions were 
set up by Mr. Price which he 


@ Continued on page 14 
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CLASSIFIED | From some recent letters 


ANDOVER 29.9.54 
‘* We are very pleased with the results we 
have had from recent (Situations Vacant 


advertisements in your paper and shall be 


all y t 3S t glad if you will kindly insert the twe 
aa ¥ eP isSse@men oy following advertisements : 
DARTFORD 2.12.54 
** I must congratulate you on the results of the 
* New Homes’ feature. I have found this to be 
the best advertising medium of us kind and one 
which, rather surprisingly, produced good result 
are MOST even at this time of the year, a time which t 
; recognised as difficult for selling new houses. 1 


hope to advertise again in the New Year . 


LONDON 1.7.54 
‘* We feel we should like to express our 
thanks and wonder at the ama: 


response to our advertisement for 


BEXHILL-ON-SEA 7.12.54 
* We would write to let you know that we have 
heen very impressed by the number isl 
venuine inguirtes we have received as a y 


mr advertisements in your paper it } 


hortly : iffer a number of new properti 
when they | aaa ean ore 
: publication as a method of arranging for thew 
iisposal and we are confident that it will prove a 


distinct asset to our campaign.’ 


LONDON 29.754 
I write to inform you of the treme: 


1esponse we have had to our advertisement 


appear in the w acmeeatiens rey om 


appreciate the prompt attention | alway 


receive from vou 


\EWS GHROMCCE | 


| %e In 1954 the News Chronicle carried 218", more 
classified advertising than any other popular 
national morning newspaper. 
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How to make the classified pages 


attractive 


[! is the custom 
circles to make the forma! 
acknowledgment that classified 
advertisements are important 
and to leave the matter at that 
But, in fact, a good case co 
be made that this type 
announcement 1s among | 
most important informati 
media in the country They 
are part of everyday life an 
tumes loom larger on 
nation’s mental horizon t 
displayed material 

Not only are a vast ma 
people looking for jobs, fla 
secondhand cars and furt 
but there are many in searc 
services—a good plumber 
somebody to make curtains 
this respect the local pape 
often a veritable mine of 
formation, and in the most bla 
of families its columns a 
searched for picture entert 
ment of daily domestic help 


FURNISHED Gaviets tn 

appointed house. — 6&8, Norton-roe 

Move (before 6.30 p.m.), 

Vy now living alone, offers large be! 

sitting room, furnished, and 

De 2 Ww another. in return for domes: 

help and triendship; permanent Writ 

brow Southdown-avenue, Bright 

. mone $8112) 

D° BLE divan GSatiet: comcealed kit 
enette chw DRewly converted i 

’ _ Pembe yke-crescent, Hove (Telephon: 

bed-sitts., 


wot fe a 
w' r nien —" mar fires 


tral ment 284 
“~OSY furnished t 


clean, we 


cooking | 
(meters 


sitting room, gis) 
Ore and ring; use of bath room ar 
as only guest; business nd 
atmosphere Portiaad - 
3 per week.—145 Hera 4 
iva 
Country Apartments to Let 
WW Asiixnaton and Chanct onbur 
diatrict Self-contained win of 
» et. furnished; vacant Jume 12 
and September onwards; every 
convenience and comfort - 


from Green, Stanbrook, 
(Gertwg-by-Sea 42301) 


Apartments Wanted 


WUPLE require Sat 
moderate rent; 
cellent references 
avenue, Brighton, 6 


Board Residence to Let 


YOOD accommodation 
eentiemen, 
ven ence 


roomms, part 
rebable tenants, ex- 
— 40, Beech wood- 


| 
offered business 
every comfort and con- 
central! HMeve 35747 | 
ED and DOreakfast or full board; 
exerlient cooking and service every 
comfort.—45, Pembroke-crescent, Hove, 3 | 
(Tephone Hove 32464). 


Typical British newspaper layout 
of classified (this is from the 
Brighton & Hove Herald) 
drop initial; sectional 

bold; no special display. 


in press 


to read 


Apart from the local press, the 
tional newspapers provide a 
nderful service of information 
news in their columns of 
ill advertisements, and papers 
The Times are a national 
itution, not only as far as 
$ presentation is concerned, 
also in relation to their 
alls.” Many is the story that 
ft journalists have obtained 
1 an apparently obscure 
rsonal” on the front page of 
Times 


CARE FOR SMALLS 


Under the circumstances one 
ild imagine that more care 
ild be devoted to the “smalls,” 
that typographers would 
i their giant intellects to 
ng the pages more attractive. 
it from venerable papers 
as The Times, it would 
that little of no attention 
been paid to this aspect of 
spaper presentation. 
Despite big advances in recent 
irs, too many small advertise- 
it pages in the provincial and 
1! press reflect the drab typo- 
hy of the editorial pages. 
n, they are set in much too 
ll a type, making it difficult 
old people—avid readers of 
ills"—to read easily Often 
effort is made to make them 
tly attractive, and no service 
iven to the advertiser. 


US experience 


eved to be most important to 
task assigned him, namely: 

@How to get. classified 
advertising? 

@ How best to set it up? 

® How to collect for it? 
@ How to formulate a fair 
and equitable rate structure? 
@ How to get an efficient 
sales force? 

@ The matter of salaries? 
@ Establishing a new classi- 
fied department or enlarging 
the present operation? 

At the convention he attended 
every session, he took notes on 
every address, studied sugges 
tions from the speakers, and got 
hold of operation plans from 
several newspapers. 

Also, as the most important 
feature of his trip, benefited ex- 
ceedingly from a pre-arranged 
conference with a panel of 
ANCAM members where prob 


Generally the same type is used 
for classifieds as is used for 
editorial, though perhaps in a 
smaller size. Newspaper text 
faces are mainly machine set in 
faces which have been specially 
designed to resist the rough wear 
of newspaper rotary printing and 
the effects of newsprint. They are 
types like Jonic, Excelsior, 
Paragon, Ideal News, and now 
the latest Linotype face—Jubilee, 
which looks in its smaller sizes 
to be quite suitable for classifieds 

Then there is, of course, the 
famous Times Roman, from 
which a special face known as 


By ROGER DARCY 


Claritas was developed for the 
classified advertisement columns 
of The Times. This is 4} point 
and provides a remarkable degree 
of legibility on a small body size. 
In a sense, therefore, news- 
papers are often limited to that 
body type in which the rest of the 
paper is set, and it is absurd to 
be over-critical of the results. 
Economics often decide what a 
newspaper page shall be like. 
However, very little experi- 
ment seems to be made to 
make the classified pages as a 
whole more attractive and also 
@ Continued on page 16 


The SMALL AD Page 
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10,000 FAMILIES EVERY ISSUE 
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page 
Stress is placed upon the size of readership. 


with classifieds continues 


lems were discussed, information 
and facts secured, which, put into 
execution later, proved most 
successful. 

The Sun subscribed to the 
Howard Parish and Harrison C. 
McDonald's classified services. 
The ANCAM publication 
Principles and Practices of Classt- 
fied Advertising was bought and 
very valuable ideas were gathered 
from it. Study was given to 
these publications and the Sun 
started using promotional and 
selling material from them 

The Sun began using classified 
page promotion streamers as well 
as display promotion. Rate boxes 
were published at frequent inter- 
vals as well as a classification 
index box. For the first time, a 
full-time “telephone girl” was 
added to the staff to solicit new 
and renewal ads—the first step 
to a “phone room.” 


Surprising and 
results were as follows: 

@ On the first Sunday there 
was an increase from two to 
nine pages. 

@0On Monday, the increase 
was from two to 64 pages. 

@On the next Sunday, the 
increase was from two to five 
full pages. 

@iIn less than five months, 
the Sun doubled its classified 
revenue. Progress has con- 
tinued to be satisfactory. By 
January, 1955, revenue from 
the classified department had 
again doubled. 

Once again, initiative to probe 
into classified’s potential, and 
wisdom to put into operation a 
concerted plan to develop it in 
the interests of a newspaper and 
the community it serves has been 
justified. 
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For professional and public appointments 


for opportunities for the graduate 


there is nothing to equal the 


MANCHESTER GUARDIAN 


No other national newspaper 


can reach the same market at the same price... 
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The recognised market for every career 
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The hanging indent 
is effective for smalls 


to pin-point the particalar sec- hanging indent is one of the 
tions. On the Continent some best ways to draw attention i 
papers seem to be ahead of smalls The drop initial is 
Britain, and those few in Britain often an embarrassment and 
which do experiment achieve rather expensive to set, especi 
rather a bizarre effect. ally when an advertisement 
Most publications nowaday runs to about three lines only 
have got around to the idea that 
perhaps a bold intro to the adver ODD TYPOGRAPHY 
tisement is a good thing, but un When originality is attempted 
fortunately some of the machin ’ 
set types have no bold and util netimes results in rather odd 
other bold feces. often a sa! graphy as for example 
serif known as Doric (not ti - poy every word has 
most attractive type in the world apital letter no matter where 
The use of this face makes the ippears. The final result is to 
advertisements look rather du > the front page of such 
But others, realising this, sta ers look like a spotted dog 
every item with a bold d: The trade papers, in the main, 
capital. This certainly focu more ahead in this setting 
attention, but often more than nall advertisements, although 
necessary. follow closely the various 
s. It is simply coincidence 
USE OF CAPS I choose ADVERTISER'S 


KLY as a good example. If 
dvertisements were set badly 
uld not hesitate to say so 


Strangely enough the cor 
use of these bold initials of 
detracts from the advertiser 


and one of the easiest-to-read combines two ideas. The 
columns does not use this sty word is set bold and there is 
all I refer to that in 1 ging indent. The result is 
. : sy le > > ie ) 
Redditch Indicator, which sets clean. The same applies t 
first word in ordinary caps but ning World which uses the 

has a hanging indent. The r¢ © ea 
ing white space makes the adve: t the Bakers’ National Asso- 
tisements easier to read n Review, for example, does 
In fact, | would say that t pposite. It has a few of the 


The SURREY ADVERTISER 
carried over 40,000* column inches of 
classified ads in 1954. This year the 
total promises to be bigger than ever. 


ABS 


No wonder people are saying that 
the “Surrey Advertiser” is one of the 
finest mediums in the South of England. 


* Or nearer 60,000 column inches if you count Births, 
Marriages and Deaths, Auctions and Public Notices 


The Surrey ADVERTISER, Head Office GuILDFoRD 5252 
LONDON, 143 Fuieet Srreer, E.C.4. - CENTRAL 6692 
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The Amsterdam 
Typefoundry’s 
*Polka”—a freely 
drawn face which is 
being recommended 
for small advertise- 
ments — is shown 
here in conjunction 
with close setting. 
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words set bold and indented words, “The Smal! Ad Page, 


set 
The result is not half so impelling in a type which “has whiskers or 
The Hardware Trade Journal ty 
sets the key words in bold but REVERSE BLOCK USE 
has no kind of indent Also es ” 
being set to rather wide measure The “departments” are ofter 
their classifieds are not so easy &!¥en a special heading with a 
to read as those set narrower couple of rules, but rarely is any 


Much more effort should be ‘"!"E special done—not even as 
made, however, to please the ‘” France-Soir, where, at least 
classified adverticer wench ts | (OU French friends occasionally 


, use a small reverse C > 
the term. After all, the busi- < p- “ed pom 9 Ra, 
ness he gives is very lucrative in os - ;B = Ee. ; “ noi 
the long run. © large gyptian-style 


type. That is not so good. La 


Meridional-La France is a trifle 
SPECIAL DISPLAY HEADS more go ahead. It is true that 


Little attempt is made in this some of the sectional heads are 


country either to make the whole 1m a very poor hand lettering, but 
page decorative, or to give they are increas ngly using a dis- 
special display heads for various play head, in this case utilising 
kinds of advertisement, or to Banco, an unusual! face from the 
Suggest rather attractive semi Fonderie Olive 
display faces which could be T he Germans are not so lively 
used by advertisers to brighten The Hamburger Abendblatt 
us their announcements admittedly uses the bold intro and 
Some, like the trade panes reverse indent recommended, but 
mentioned here, have a rever the setting is so tight that the 


block announcing “classified advantage is lost. Very simple 
advertisements”: others have boxed headings in a sans serif 
rather archaic blocks, like the amnounce the type of advertise 
Luton News, announcing: “Your ment. But the Rheinische Post 
Holidays” and even, as in the 


Dumfries & Galloway News, the @ Continued on page 17 
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A section of a classified advertisement page of the Hamburger Abendblat: 
in Roger Darcy's opinion, there is not enough leading between the 
advertisements. 
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announces its smalls with a plea 
sant hand-drawn heading and sets 
them with a bold hanging indent, 
r+ unlike the Hamburger A bend- 

blatt allows plenty of space 
between the advertisements. Sec- 
tional headings are boxed and 
are usually in an Egyptian face, 
but sometimes in a script. 

The Amsterdam type foundry, 
one of the most progressive firms 
of its kind in the world, is trying 
to persuade Continental news- 
papers that display types should 
be used in small announcements, 
and there is a lot to be said for 
this idea. The announcement 
can be set as usual, but the key 
word or words can be set in an 
unusual script, brush drawn or 
calligraphic face. 


LAYOUT AND PRINTING 


To conclude. I think it worth 
while for every paper—popular 
or specialised—to pay some 
attention to the layout and print- 
ing of its classified advertise- 
ments. Points to watch are legi- 
bility, brightness and service to 
the advertiser. There are a 
number of ways to pin-point the 
advertisements, including the bold 


om _ REPRINT FROISSART, 33, 


mn stable anufacture confection cherc 
residence Monsieur bre prés. pr poste 
curriculum Vi agijoint direct. 
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R*. modeliste patronniére lin 
aerie chemisier dame expér 


e ™ $3 ) 
42-08, Pa 
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A section from France Soir. Note 


the use of reverse blocks and 
Egyptian type. 

introduction, indents of one kind 
and other, the use of an em 
quad, star or circle ornament at 
the start, and so on. 

Each paper must work out 
what is best. 


MAIN HEADING 


A good artist or typographer 
should be commissioned to 
design a main heading and it is 
worth while to give each section 
tinctive sign as it were, 
ting the reader's attention to 
he wants. 

It should be remembered 
that the classified advertise- 
ment columns are among the 
most fascinating in a paper. 
They advertise everything from 
an army officer's sword to a 
“shorthorn springing heifer” 
(whatever that is), pose prob- 
lems like that which asked how 
to bring up a dwarf child or 
give advice, like the one which 
tells you how to avoid lipstick 


smears. They deserve better 
treatment than they often 
receive. 


| * Wolidays 
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, Gt YARMOUTH .—Cleasewood, Wel | 
lesley Rd. Near sea. Bd. Res; 
and ¢ intertor | spring mattresses. 
OME from Home Holidays at Mro. 
Gamble. Millfield Roed, Pateley 
Homemede bread and cakes. 
i2s. 6d. day. Close to Bus Station. 
Cinema and Recreation Ground 
CORONATION Hotel,” 183 Biisnex 
Gardens. Marble Arch, London, 
W.2. Honeymoons, Summer Holidays. 
Parties. Very comfortaDle. Reason- 
able terms. Free Parking. 
ONTON — Brenewrn Private Hater ' 


One of the praiseworthy efforts (Doncaster Chronicle) now being made 
across the country to ee the disp'ay of holiday announcements. Such 
sections of the paper are read intently. 
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The rise of personal 


advertisements 


By A SPECIAL CORRESPONDENT 


NE characteristic shared 
by young gentlewomen 
over the last few hundred 
years is that they have always 
needed “a place.” In a copy of 
the “Spectator” for 1739 
appeared the following : 


A young genilewoman of 
about nineteen years of age 
(bred in the family of a person 
of quality lately deceased), 
who paints the finest flesh 
colour, wants a place and is to 
be heard of at the house of 
Mynheer Grotesque, a Dutch 
painter in Barbican. N.B. 
She is also well skilled in the 
drapery part, and puts on 
hoods and mixes ribbons so as 
to suit the colours of the face 
with great art and success. 


Such advertisements formed 
the earlier examples of personal 
advertising. They appeared rather 
haphazardly in a jumble of an- 
nouncements which ranged from 
remarkable cures to soul-stirring 
pamphlets. But none of these are 
classified advertising. The gentle- 
man who, on Thursday and Fri- 
day, August 20 and 21, 1795, 
inserted the following in The 
Times, knew exactly what he 
wanted : 


If the lady who, on Thurs- 
day morning last, between 
twelve and one o'clock, was 
addressed by a gentleman near 
the top of King Street, Covent 
Garden, when they afterwards 
walked together in that neigh- 
bourhood and an unexpected 
separation abruptly happened, 
would favour. that gentleman 
with a few lines directed to 
AB, The Turk's Head Coffee 
House, in the Strand, to remain 
till called for, and mentioning 
any morning, place and hour 
when and where he may have 
the satisfaction of meeting her 
again, he should esteem him- 
self much obliged. 


WHERE TO APPEAR 


While he knew what he 
wanted, and we might guess, he 
certainly did not know exactly 
where his announcement would 
appear in the newspaper Not 
that it mattered. The price of a 
taxed newspaper and its small 
size made it inevitable that tho 
purchaser read every word. 

It would be a too extensive 
piece of research now to check 
through all newspaper files to 
discover exactly how and when 
the system of classification arose 
which has played so large a part 


in small advertisements. But it 
can be assumed that most news- 
papers have followed the same 
pattern. And the Manchester 
Guardian is typical. 

In 1821 the Guardian, like its 
contemporaries, carried no classi- 
fications, but it printed many 
small advertisements. The 
haberdashers, cog-wheel manufac 
turers, umbrella-makers jostled 
with that fine American ship, the 
George Washington, which would 
positively sail under Captain 
Allen to Baltimore on the 8th 
instant. A more personal note 
was headed: 


MISSING 


Since Mid-Lent Sunday, the 1st 
of April instant, and supposed by 
his Friends to be Drowned 
or Murdered; GENTLEMAN 
about the age of Forty-six, of 
middle Stature, about five feet 
five inches in height, moderately 
stout, and fresh complexioned 
scarce of hair, inclining to grey, 
and bald on the forehead and 
back of the crown. 

As in this case, advertisers paid 
for their own headlines. 


WINTER FASHIONS 


In 1822, however, since several 
of the haberdashers were selling 
winter fashions at the same time, 
someone had a good idea. In 
stead of charging each customer 
for the inevitable opening line 
of Winter Fashions, that opening 
line was put boldly above the 
three haberdashery announce- 
ments. 

Winter Fashions thus became 
the first classification of small ad 
vertisements. It wasn't destined 
to last very long. Just one week 
in fact. The next issue found the 
haberdashers reduced to one—no 
doubt as a result of the tremend 
ous sales they had enjoyed! 

Later that year, loath to let a 
good idea be wasted, the 
Guardian made a _ determined 
effort to establish a new grouping 
of small advertising and this time 
the title of Education was chosen 
On December 21, 1822 the top 
of the column so titled an 
nounced 

The Rev. W RES- 

PECTFULLY announces to 

the public, that the School, in 

a room attached to the Uni- 

tarian Chapel in Mosley Street, 

now closes for the Christmas 

Vacation and will re-open on 

Monday the 13th of January. 

1823 TERMS.—For instr 
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FEBRUARY 17, 1955 


The rise of personal 


advertisements continued 


Do you need an office fle ? 

Axe you too big for your “ ails 7 
is your dance frock last year's style ? 
Do you want « beat (with sails) 7 


We want to sell our baby grand 
And buy « T.V. set instead 

Let's try an ed. | understand 
The classifieds are always read 


Two of the second series of notices in the campaign of the West Midlands 
Newspaper Advertisement Executives’ Association. They were prepared 
by Longieys & Hoffmann Ltd. and each one makes a feature of “Mr. 
Small” who waves aloft two flags bearing the devices of “Buying 7” and 


“Selling?” The little man—-Mr. Small 


tion in Reading, Writing, Arith- 
metic, English Grammar, Eng- 
lish Composition, Geography 
and in the Latin, Greek and 
Hebrew Languages, £2 2s. per 
Quarter.—Entrance free. 
Whether the Rev. W. Burton 
saw a proof or changed his mind 
we shall never know. But how- 
ever pleased the proprietor, Jere- 
miah Garnett, may have been at 
establishing another classification, 
he cannot have been delighted 
with the work involved that 
might. Each copy of the paper 
was altered by hand, in ink 


SADLY DISTASTEFUL 

The phrase ‘now closes for the 
Christmas vacation’ must have 
proved sadly distasteful to the 
minister and was deleted. The 
final words “Entrance free” had 
been recognised at the last 
moment as one calculated to re- 
duce future opportunities of 
prof¥, and was likewise struck 
out, 

When Jeremiah Garnett went 
home that morning he must have 
been doubtful of the value of 
classified advertising. But the 
scheme persisted. From that day 
to this the Guardian has carried 
a list of educational announce- 
ments which to-day have created 
such new offshoots as the present 
serres of thirty full-page career 
announcements. Education was 
followed a week later by a 
second classification, Sales by 
Auction During the next few 
vears Legal Notices and the 
familiar To Be Let became per 
manent additions 

During these years another old 
idea began to be developed 
further There were still many 
advertisements of a personal 
nature or connected with em- 
ployment where the advertiser 
did not want to give his name or 
address. These were creating too 


is fashioned from a newspaper page. 


demands 
lisher’s time, 
callers were 
the early 
manner 

To ease his burden, all adver 
tisements which involved writing 
or calling at the newspaper 
office were grouped together and 
though they were not given a 
heading the rules which governed 
fesponses were printed each time 
at the head of the column 

If an advertisement invited one 
to call at the printers, then on 
calling one would be given the 
name and address of the adver 
tiser. but written replies would 
be disregarded. Whereas if the 
advertiser called for written 
replies, then it was of no avail 
to call on the printer in the hope 
of getting information 

This system continued § for 
many years, and it was not until 
the 1840's that a definite box 
office number ts being given in 
advertisers: “Apply B3 at the 
Printers 

From 1836, other classifications 
were added, but situations vacant 
or wanted and sundry other 
announcements were still grouped 
together 


SERVANT PROBLEM 


By 1843, however, everything 
had become classified. One could 
turn at once to Domestic Ser 
vants or even, if one wished, to 
columns which now sound 
extravagant such as Mercantile 
Servants, Assistants, Agents, etc 

The last heading, grandiose 
though it may sound, covered 
such mundane requirements as a 
gardener, such odd demands as 
one for a log wood grinder, and 
such remarkable opportunities 
as: Mr. M. D. Thompson, Mem 
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many upon the pub- 
and too many 
being persistent in 
nineteenth century 


Classified Advertising ADVERTISER'S WEEKLY 


It’s the 


WANDSWORTH 
BOROUGH 
NEWS 


(Established 1885) 


ee 


PUTNEY 


ROEHAMPTON 
SOUTHFIELDS 
WANDSWORTH 
EARLSFIELD 


CLAPHAM 
JUNCTION 


ETC. 


In our issue JANUARY 28th we carried 
25 columns of CLASSIFIED ADVERTISEMENTS 


WANDSWORTH BOROUGH NEWS CO. (1954) LTD 


Head Office 
144 WANDSWORTH HIGH STREET, S.W.18 


Telephone: VANdyke 4226-7 
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Classified Advertising 
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The healthy app: 
columns of the Ho 
Group indicates ti 
which national advert 
tage. 


of the Classified 
sunties Newspapers 
se reader interest of 
should take advan- 


The popularity of the HOME 

again demonstrated by the latesc A 
mcrease of over 4,500 copies o: 
year 


EWSPAPERS GROUP is once 
sales figures which show an 
ding period of the previous 


ABC NET SALES JULY-DEC 


134,352 


Represented 


TRADE RATE PER SC IN 
45]- 


in London by VILL 131 Fleec Street 


+ 
Head Office 
Advertisement 


LTO 


hone $050 
de W. Gilder 


HOME COUNTIES 


28 columns of ‘Smalls’ 
—88,050 readers each 


week 


DISPLAY RATE 14’6 per S/Col. inch 


143, FLEET STREET, LONDON, E.c.4. Cen. 2665. 
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advertisements continued 


Fesruary 17, 1955 


In their campaign to attract classified advertisers, the West Midlands 


Newspaper Advertisement 


Executives’ 


Association have taken the 


umorous approach. 


ber the 
Surgeons, 

A pothecaries 
London, has a 


Pupil. 


PLACES FAR AFIELD 


By September 1850, the 
Guardian had published its first 
twelve page paper of which six 
pages were entirely classified 
advertising And when, a 
hundred years ago on the 2nd 
of July, 1855, it became a daily 
newspaper, its classified adver- 
tisements stemmed from places as 
far afield as Leeds, Newcastle-on 
Tyne and Birmingham 

Since that date classifications 
have altered little apart from the 
few which have arisen out of pro 
gress in new fields Motor 
Cars . Scientists and so on 
The columns of shipping an 
nouncements (to the Crimea, the 
Klondyke, California and the 
rest) have been replaced by rail 
way travel and then by air travel 

Soon they may be followed by 
space travel. But a hundred years 
ago the basis of classified adver 
tising had been firmly established 
in the papers of this country and 
have given a lead to most other 
countries in the world 

Progress in recent years has 
been in the fields of handling and 
servicing classified advertising 
The close connection between 
readership and the amount of 
classified advertising carried has 
led to increased canvassing and 
promotion for such announce 
ments 

The creation of tele-ad depart 
ments for the swift acceptance of 
classifieds by ‘phone has been fol- 
lowed by the installation of 
mechanical systems designed 
entirely to speed the operation of 
transferring the wishes of 
customer at the counter or 
‘phone into the pages of 


Royal of 
Licentiate the 
Company, in 
Vacancy 


of 


College 


of 


for a 


paper. The solicitation of classi 
fied advertising by telephone 
operators is upon us. 

All these things 
seriously newspaper 
take this subject 
advertisement is more than 
bread-and-butter revenue For 
the local weekly paper it is a field 
in which the “big boys” cannot 
successfully challenge them. For 
the provincial evening paper it ts 
a necessity 


show how 
proprietors 
The classified 


The classified columns, perhaps 
even more accurately than the 
editorial columns, are a mirror ot 
what people value, what they 
need, and of the current trend of 
their thinking. It is a form of 
advertising which is often 
the only outlet for the ordinary 
man and woman. In it, people 
still betray their romanticism just 
as the gentleman in The Times 
in 1795 who went each day 
hopefully to the coffee house 


PASSIONATE 
DECLARATION 


Classified columns to-day regu 
larly carry similar simple declara 
tions of passion. For example 

S.—Together for ever U & 1 

A 
or 

U are st'l the ‘Nicest Person’ xx 
mingled with heart cries such as 

Tommy write to Clara, 
heartbroken.— Babs 

The Times continues to deal 
with property matters in a way 
which suggests both wealth and 
dignity 

Wanted to purchase, finest 
available House, Central London, 
preferably Georgian. Write 
Box 

And everywhere young gentle 
women, as in 1739, ‘seek a place’ 
though now they add ‘steno- 
graphy’ and ‘drives car’ to the 
talent they still retain for painting 
faces 
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There are few certainties in life, 
but this is one of them... 


|’ you have the right goods or service at the right price, 
classified advertisements in the Bolton Evening News or 
Lancashire Journal Series will bring you the business. 


Either our Daily paper or the series of 6 Weekly Journals is each THE 
advertising medium of its own area in this heavily populated part of 
Lancashire The combined circulation of these newspapers exceeds 
160,000 copies and they blanket an area with a population exceeding 
450,000 


PE 


Send your Classified orders with confidence to the 


ABC Circulatic 


Bolton Evening NeWS wiser 


Rate 2i- per se 


AND (classified or display) 


A.B.C. Cir atior 


Lancashire Journal Series vo'scwi%s. 


Rate 2! - per s« 


comprising Weekly journals in Bolton Leigh, Atherton and Tyldesley Farnworth 
Worsley and Walkder Horwich and Westhoughton; Swinton and (classified or display 
Pendlebury ; and Eccles and Patricroft 
TILLOTSONS NEWSPAPERS LTD. 
MEALHOUSE LANE. BOLTON, LANCS. 6, ARLINGTON STREET, LONDON, S.w.| 
Tele: Bolton 1993. Advert. Monager: Wm. Sheppard Tele: GRO 5220. London Manager: C. A. Miles 
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SMALL - ADS 


we WS. 


During 1954 2! "THE STAR” 
carried 75% more 


A! techies ti 
a “ 


dassitied sdvertsing 
than in 1953 


*Follow the trend to “THE STAR”. ’ Phone your urgent 
small-ads to CENtral 1000 (direct line) for next day 
insertion. 


, CLASSIFIED ADVERTISEMENT DEPT., 72-78 FLEET STREET, LONDON, E.c.4, 
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